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THE  SECRETARY  OF  COMMERCE 

WASHINGTON,  D.C.      20230 


The  President 

The  Honorable  President  of  the  Senate 

The  Honorable  Speaker  of  the  House  of 

Representatives 

Sirs  : 

I  am  pleased  to  forward  herewith  the  Eleventh 
Program  Report  on  the  activities  of  the  United 
States  Travel  Service  for  calendar  year  1966, 
in  compliance  with  Section  5  of  the  Interna- 
tional Travel  Act  of  1967  and  P.L.  89-348. 


Respectfully  submitted, 

Alexander  B.  Trowbridge 
Secretary  of  Commerce 


HIGHLIGHTS 


1966  1965 

Overseas  arrivals 1,  163,001  1,040,002 

Percent  gain  over  1961 125.3  101.5 

Mexican  arrivals 410,037  383,771 

Total  overseas  and  Mexican  arrivals 1,  573,  038  1,  423,  773 

Percent  gain  over  1961 120.4  99.4 

Receipts  from  overseas  visitors $551,  000,  000  $500,  000,  000 

Receipts  from  Mexican  visitors $436,  000,  000  $390,  000,  000 

Visitors  to  USTS  overseas  offices 80,  266  73,  463 

Inquiries  to  USTS  overseas  offices 133,498  114,925 

USTS  ads 273  267 

USTS  sales  promotion  pieces 14,000,000  10,500,000 

Overseas  offices 11  10 

Overseas  staff  (December) 49  46 

Americans-at-home  cities _  - 54  48 

B-O-P  travel  deficit $1,644,000  $1,613,000 
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1966  Gains  in  Travelers 
Over  1961  and  1965 

Percent  increase 
USTS  Office  Area  1965         1961 

London 12.6  112.6 

Frankfurt 8.5  128.4 

Paris 11.3  156.4 

Rome 1.8  126.1 

Stockholm 18.8  111.7 

Amsterdam 9.8       84.7 

Mexico  City 8.0  115.8 

Bogota 13.4  171. 

Sao  Paulo 14.  2       98.  6 

Tokyo 11.6  132.1 

Sydney 10.9       91.9 


I. 


SUMMARY  OF  OPERATIONS 


The  past  year  was  one  of  reappraisal,  long-range 
planning,  increased  focus  on  trade  relations  activity, 
new  projects  and  programs,  and  achievement 
through  joint  industry-government  efforts. 

This  resulted  in  a  sharpened  government  aware- 
ness of  the  economic  importance  of  tourism,  one 
of  the  Nation's  largest  exports,  and  in  the  establish- 
ment of  much  closer  relationships  with  the  States, 
territories,  cities,  local  tourist  attractions,  chambers, 
and  convention  bureaus.  The  entire  travel  industry, 
including  U.S.  and  foreign  flag  carriers,  provided 
excellent  support  to  the  Visit  U.S.A.  program.  A 
further  result  of  the  increasing  concern  with  the 
Nation's  tourism  problems  was  the  marked  reduc- 
tion of  transoceanic  regular  and  group  air  fares  and 
a  plethora  of  special  domestic  fare  offerings  for 
foreign  travelers. 


VISITOR  GAINS 

A  total  of  1,163,001  overseas  and  410,037  Mexi- 
can visitors  came,  to  the  United  States  during  1966 
for  gains  of  11.8  and  6.8  percent,  respectively,  over 
1965. 

In  July  the  British  Government  announced  a.  cur- 


U.  S.  Capitol  is  favorite  attraction  for 
international  visitors  to  Washington. 


rency  limit  of  £50  per  year  for  pleasure  travelers 
effective  November  1.  Despite  this,  the  United 
Kingdom  remained  the  prime  European  market 
during  the  second  half  of  1966  and  will  probably 
continue  to  show  strength. 

While  the  percentage  gains  were  not  too  impres- 
sive, they  do  represent  an  increase  of  nearly  150,000 
overseas  and  Mexican  arrivals,  12,000  more  than 
the  1965  gain  and  the  third  largest  total  increase 
since  1961. 

Of  the  total,  Europe  yielded  an  increase  of  more 
than  53,000;  Latin  America  (Mexico  excluded), 
55,000;  the  Pacific-Far  East  areas,  11,000;  and 
other  overseas  areas  about  5,000. 

The  largest  numerical  country  gains  during  1966 
occurred  from  Mexico,  United  Kingdom,  France, 
West  Germany,  and  Japan  in  that  order. 

Sweden,  Denmark,  the  Netherlands,  Brazil,  and 
Peru  also  scored  larger-than-average  percentage  and 
numerical  gains. 

Drought  and  airline  strikes  inhibited  travel  from 
Australia  and  economic  conditions  adversely  af- 
fected travel  from  Argentina. 

The  areas  with  the  greatest  percentage  gains  were 
the  Stockholm  area  18.8  percent,  Sao  Paulo  14.2 
percent,  and  Bogota  13.4  percent.  The  chart  on 
the  opposite  page  shows  the  1966  gains  over  1965 
and  1961  by  USTS  office  area. 

It  is  interesting;  to  note  that  the  total  arain,  unlike 


United  Nations  Secretary 
General  U  Thant  (center) 
receives  Arthur  Haulot, 
(right),  President  of  the 
International  Union  of  Offi- 
cial Travel  Organizations 
(IUOTO)  in  his  office  at 
U.N.  headquarters  to  offi- 
cially advise  him  that  the 
General  Assembly  voted 
unanimously  to  proclaim 
1967  as  International  Tourist 
Year.  Mr.  Haulot  was  accom- 
panied by  William  D. 
Patterson  (left),  Associate 
Publisher,  Saturday  Review, 
who  is  official  representative 
of  IUOTO  to  the  United 
Nations. 


that  of  the  previous  year,  was  distributed  more 
evenly  throughout  the  12-month  period,  with  Febru- 
ary, March,  and  December  showing  particularly 
good  percentage  gains.  This  indicated  a  desirable 
trend  toward  increased  off-season  travel. 


PROGRAMS  AND  PROJECTS 

In  the  travel  promotion  area,  the  USTS  concen- 
trated on  two  major  programs:  Festival  U.S.A. 
1966,  promoting  nearly  200  festivals  and  fairs;  and 
Busivisit,  a  seven-point  program  to  encourage  more 
business  travel  to  the  United  States  with  particular 
attention  being  given  to  convention  promotion. 

USTS  concentration  on  trade  relations  was  sub- 
stantially augmented  by  the  American  Express- 
sponsored  tour  to  the  United  States  in  November 
of  500  European  travel  agents  and  journalists. 

Other  main  events  were  the  opening  of  the  USTS 
Stockholm  office  and  the  Mrs.  America  tour  of 
Europe  in  February,  the  May  visit  of  European  and 
Middle  East  journalists  sponsored  by  TWA,  the 
first  Washington,  D.C.,  meeting  with  the  State  and 
territory  liaison  officers,  and  Pan  American's  spe- 
cial German  program  for  the  U.S.  ethnic  press. 

Research  activity  continued  with  in-depth  mar- 


ket studies  being  completed  in  France,  Germany, 
and  Mexico. 

The  USTS  made  marked  progress  during  the 
year  in  closer  collaboration  with  the  States,  terri- 
tories, and  cities  through  the  establishment  of  the 
State  Promotion  Office.  These  efforts  are  detailed 
in  section  III. 

Major  accomplishments  in  the  visitor  services 
field  included  the  release  to  communities  of  the 
indoctrination  film,  "Company's  Coming,"  new  ef- 
forts to  overcome  the  language  barrier  and  solve 
visiting  motorists  problems,  and  the  distribution  of 
"Welcome"  booklets  at  ports  of  entry. 

Facilitation  highlights  included  the  5-day  waiver 
of  visas  for  in-transit  visitors  effective  in  October, 
simplified  customs  declarations,  the  institution  of 
the  first  transatlantic  westbound  directional  fare, 
a  75-percent  discount  for  domestic  familiarization 
trips  by  travel  agents,  the  interchangeability  of  spe- 
cial Visit  U.S.A.  fares  on  major  domestic  trunk- 
lines,  the  extension  of  inclusive  tour  charters  to  the 
supplemental  carriers  and  new  inclusive  tour  group 
fares  for  the  scheduled  carriers. 

In  November,  the  U.N.  General  Assembly  unan- 
imously passed  a  resolution  proclaiming  1967  as 
International  Tourism  Year. 


^         * 


Post  Office  boosts  Visit 
USA- Officials  of  the  Post 
Office  Department,  the 
Department  of  Commerce, 
and  the  United  States  Travel 
Service  inspect  an  enlarge- 
ment of  the  first  interna- 
tional airmail  postcard  ever 
issued  by  the  United  States. 


FEDERAL  TRAVEL  COORDINATION 

The  Cabinet  Task  Force  on  Travel  under  Vice 
President  Humphrey  met  regularly  during  the  year 
and  reaffirmed  the  Government  policy  not  to  restrict 
or  inhibit  travel  abroad  by  American  citizens.  In 
November,  the  USTS  assumed  the  duty  of  provid- 
ing the  secretariat  for  the  Task  Force. 

The  Subcommittee  on  Travel  of  the  National 
Facilitation  Committee  met  in  the  autumn  under 
the  chairmanship  of  USTS  Director  Black.  During 
the  year,  the  USTS  coordinated  closely  with  Dis- 
cover America,  Inc.,  including  visitor  services  pro- 
grams. 

INDUSTRY  EFFORTS 

The  Travel  Advisory  Committee  continued  to 
give  USTS  full  support  and  met  formally  three 
times  during  the  year  in  Washington. 

Maximum  assistance  was  given  to  the  Festival 
U.S.A.  1966  and  the  new  Busivisit  program  by  in- 
dustry, both  by  individual  companies  and  associa- 
tions. 

Details  concerning  industry  developments,  meet- 
ings, fare  improvements,  tours,  and  other  assistance 
to  the  Visit  U.S.A.  program  are  contained  in  other 


parts  of  this  report.  The  USTS  is  grateful  to  all  of 
the  ground,  sea,  and  air  transportation  companies, 
to  Discover  America,  Inc.,  to  the  American  Express 
Co.,  the  American  Society  of  Travel  Agents,  the 
Creative  Tour  Operators  Association,  the  American 
Hotel  and  Motel  Association,  the  National  Associa- 
tion of  Manufacturers,  the  National  Association  of 
Travel  Organizations,  the  Air  Transport  Associa- 
tion, and  many  others  for  their  outstanding  support. 
The  Department's  "E"  award  was  given  to  the 
American  Hotel  and  Motel  Association  and  to 
Alaska  Airlines. 


THE  TRAVEL  DEFICIT 

The  total  deficit  rose  by  $31  million  to  $1,644 
billion,  but  $5  million  of  this  was  in  the  so-called 
"fares"  account.  There  were  net  decreases  in  the 
Canadian  deficit  of  $18  million,  and  $11  million  in 
the  Mexican  account.  The  overseas  deficit  increased 
by  $5.5  million,  about  the  same  as  in  1965.  The 
trend  toward  greater  imbalances  in  the  travel  ac- 
counts continues  to  be  strong,  due  to  the  increasing 
lure  of  competitive  destinations,  the  higher  levels  of 
competitive  promotions,  and  the  affluence  of  the 
American  travel  market. 


269-016  O   67-2 


II 


PROMOTING  THE  U.S.A. 


The  Secretary  shall  develop, 
plan,  and  carry  out  a  comprehensive 
program  designed  to  stimulate  and 
encourage  travel  to  the  United  States. 

Sec.  2(1)   International  Travel  Act 
of  1961 


In  1966,  the  four  main  promotional  programs 
of  the  Travel  Promotion  Division  in  Washington 
and  of  the  11  USTS  offices  abroad  were  (a)  the 
Festival  U.S.A.  1966  campaign  launched  in  the 
autumn  of  1965,  (b)  the  new  seven-point  Busivisit 
program  to  attract  more  business  visitors,  (c)  the 
American  Express-sponsored  tour  of  500  European 
travel  agents  to  the  United  States,  and  (d)  the  in- 
tensive first  full  year's  work  of  the  new  State  Pro- 
motion Office  in  Washington,  detailed  in  section 
III  of  this  report. 

Other  continuing  efforts  included  further  de- 
velopment of  sales  promotion  materials,  and  broad- 
ened public  relations,  publicity,  film,  and  sponsored 
journalist  programs. 

Overseas,  the  accent  emphasized  improved  trade 
contacts  as  distinct  from  direct  service  to  the  gen- 
eral public.  Approximately  1,000  foreign  travel 
agents  are  now  promoting  Visit  U.S.A.  offerings, 
double  the  figure  three  years  ago. 

Mass  market  communications  were  supported  by 
an  advertising  campaign,  but  more  importantly,  by 
expanded  USTS  participation  in  trade  shows,  in- 
ternational fairs,  America  Week  activities  which 
included  department  and  chain  store  promotions, 
and  in  special  events  as  detailed  in  section  IV  of 
this  report. 


Americans  in  Paris?  No,  Parisiennes  in  New 
York.  These  three  young  visitors  wave 
from  the  Washington  Arch  in  the  heart  of 
New  York's  Greenwich  Village. 


FESTIVAL  U.S.A.   1966 

The  signing  of  the  Festival  proclamation  by  the 
President  in  October  1965  launched  a  comprehen- 
sive Government-industry  effort  to  promote  more 
than  200  festivals,  rodeos,  fairs,  and  pageants.  Tour 
operators,  hotel  chains,  cities,  States,  individual  at- 
tractions and  major  carriers  all  joined  in  promoting 
these  colorful  events. 

The  travel  industry  offered  special  fares  and  spe- 
cial tours  for  the  program;  the  Festival  U.S.A.  1966 
symbol  was  widely  used  in  industry's  overseas  ad- 
vertising and  in  literature,  and  more  than  200,000 
special  Festival  brochures  and  other  promotional 
materials  were  supplied  by  industry  for  use  by  USTS 
overseas  offices. 

The  USTS  campaign  utilized  various  marketing 
techniques  among  which  were  a  15-minute  film 
showing  24  U.S.  fairs,  parades,  and  festivals;  two 
Festival  posters,  one  featuring  a  square  dance  and 
the  other  a  burst  of  fireworks  over  a  city  skyline; 
a  Festival  symbol  in  various  colors  and  sizes;  Festi- 
val streamers  for  point-of-purchase  display;  more 
than  600,000  copies  of  a  Festival  shell  folder  con- 
taining a  calendar  of  events;  and  a  myriad  of  news 
releases  and  feature  stories,  supplied  in  part  by  the 
feature  attractions  themselves.  The  film  won  sec- 
ond prize  in  the  travel  division  of  the  National 
Visual  Presentations  Association. 

The  major  USTS  advertising  campaign  from 
January  to  June  highlighted  festivals.  Six  advertise- 
ments appeared  273  times  in  color  and  black  and 
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U.S.  Embassy,  Bogota, 

Colombia,  featured  new 

Travel  Service  box  window 

display  picturing  major  U.S. 

tourist  attractions. 


ViqjepuruntevofcSovisiteios 


white  in  55  publications  in  seven  major  markets 
with  a  combined  circulation  of  18  million  readers. 
Altogether,  37  Festival  attractions  were  featured  in 
the  advertisements. 


BUSIVISIT 

A  second  major  organized  effort,  designed  to  at- 
tract more  business  travel  to  the  United  States, 
was  initiated  in  the  autumn  of  1966.  The  program, 
called  Busivisit,  was  announced  by  the  Secretary 
of  Commerce  in  October  and  outlined  a  seven- 
point  program  which  consisted  of  close  cooperation 
between  USTS  and  other  parts  of  the  Department, 
including  the  Bureau  of  International  Commerce, 
the  Business  and  Defense  Services  Administration, 
and  the  Field  Offices. 

With  the  cooperation  of  private  industry,  cor- 
porations, and  associations  such  as  the  International 
Association  of  Convention  Bureaus  and  the  Ameri- 
can Society  of  Association  Executives,  a  program 
was  initiated  to  attract  more  foreign  delegates  to 
50  top  U.S.  trade  shows  and  nearly  300  trade  con- 
ventions, using  the  same  promotional  techniques 
abroad  as  those  used  to  promote  tourist  events.  The 
USTS  also  helped  promote  the  Department's  VIP 
(Visit-Investigate-Purchase)    program. 

Close  cooperation  was  also  provided  by  the  Na- 
tional Association  of  Manufacturers  in  telling  the 
story  to   industry  to  stimulate  more  travel  to  the 


United  States  by  overseas  employees,  agents,  deal- 
ers and  their  families  and  to  promote  sales  incen- 
tive and  special  group  study  tours.  The  USTS  met 
three  times  with  the  NAM's  Travel  Gap  Study 
Group  to  coordinate  these  programs. 

Finally,  the  USTS  began  to  organize  itself  to 
function  as  a  national  convention  sales  office  to 
secure  more  international  congresses  for  the  United 
States. 


AMERICAN  EXPRESS  TOUR 

In  November,  trade  contact  activity  reached  its 
height  in  the  2-week  U.S.A.  visit  of  500  leading 
European  travel  agents  and  journalists,  sponsored 
by  American  Express.  USTS  assisted  in  the  selec- 
tion of  and  the  arrangements  for  this  group,  the 
largest  of  its  kind.  After  being  received  in  Washing- 
ton, D.C.,  by  the  Vice  President  and  the  Secre- 
taries of  Commerce  and  Treasury,  they  divided  into 
12  groups  with  different  transcontinental  itiner- 
aries. The  considerable  cooperation  from  hotels, 
carriers,  restaurants,  and  others  greatly  contributed 
to  the  success  of  the  project. 

A  post-tour  survey  of  the  agents  revealed  generally 
favorable  impressions  but  concern  with  language 
difficulties,  reception  facilities,  transatlantic  fare 
costs,  and,  inadequate  promotion  of  the  United 
States  in  Europe. 


Effective  use  of  Festival  USA 
'66  posters  was  made  in 
reception  area  of  USTS 
Tokyo  office. 


SALES  PROMOTION 

More  than  14  million  copies  of  20  items  in  nine 
languages  were  created  and/or  produced  for  use 
in  USTS  offices  abroad.  This  total  includes  the 
Festival  program  items  already  mentioned. 

Ten  items  totaling  730,000  pieces  in  nine  lan- 
guages were  reprinted.  Among  these  were  Directions 
U.S.A.,  the  Wyoming  poster,  and  four  tour  planner 
map  folders. 

Two  new  regional  folders,  "How  To  See  the 
Southwest"  and  "How  To  See  the  Northwest"  were 
completed.  Two  shell  folders,  with  space  for  travel 
agents  to  print  packaged  Visit  U.S.A.  tours,  were 
produced  and  new  posters  of  Puerto  Rico  and  Min- 
nesota were  added  to  the  State  series. 

The  most  successful  new  promotional  items  were 
two  window  displays.  One  was  a  colorful  U.S.  map 
divided  into  seven  regions  with  photos  of  typical 
area  attractions.  The  other  consisted  of  eight  card- 
board boxes  of  varying  sizes,  each  with  different 
U.S.  scenic  photographs.  These  were  widely  dis- 
played overseas  in  travel  agency,  bank,  and  depart- 
ment store  windows  and  at  special  functions. 

MEDIA  RELATIONS 

The  Media  Relations  Department  functions  as  the 
public  relations  and  publicity  arm  of  USTS  at  home 
and  abroad.  Nine  of  the  eleven  overseas  offices  and 
USTS/Washington   had   firms   under   contract   to 


provide  professional  services  and  furnish  both  coun- 
sel and  creative  assistance. 

During  the  year  the  domestic  press  was  supplied 
with  pertinent  information  on  staff  changes,  ap- 
pointments, research  and  statistics,  new  programs 
and  other  newsworthy  events.  Story  ideas  on  the 
economic  importance  of  foreign  visitors,  increases 
in  foreign  tourism,  business  travel,  and  related  sub- 
jects were  brought  to  the  attention  of  appropriate 
editors  for  development  into  feature  articles. 

A  monthly  USTS  News'etter,  an  in-house  pub- 
lication covering  domestic  and  overseas  activities, 
served  to  keep  members  of  the  travel  "family"  in- 
formed. Each  month  this  group  was  also  supplied 
with  the  Visit  U.S.A.  Digest  containing  a  compila- 
tion of  significant  newspaper  and  magazine  press 
clippings. 

Twenty-five  biweekly  kits  of  material  containing 
illustrated  articles,  feature  stories,  and  releases  on 
travel  attractions  and  developments  were  provided 
to  each  regional  office.  These  were  supplemented 
by  material  provided  by  State,  city,  and  area  travel 
news  bureaus. 


FILMS 

Nearly  3,300  film  showings,  sponsored  by  USTS 
offices  abroad  during  1966,  reached  an  estimated 
audience  of  more  than  19.8  million,  including  TV 
viewers.  Twenty-three  additional  film  titles  were 
acquired  by  the  Travel  Service  from  industry  dur- 
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Eight  staff  members  of  USTS  European 

regional  offices  visited  headquarters  in 

November  for  an  orientation  and  briefing 

session  prior  to  serving  as  multi-lingual 

guides  on  American  Express'  two-week 

U.S.A.  tour  for  500  European  travel 

agents  and  writers. 


ing  the  year.  The  number  of  film  titles  available 
for  showings  through  one  or  more  of  the  USTS 
offices  totaled  125  by  the  end  of  1966. 

USTS-produced  films— "The  Golden  West: 
U.S.A.,"  "Magnificent  Northwest :  U.S.A.,"  Splen- 
dours of  the  American  West,"  and  "Festival  U.S.A. 
'66" — drew  40  percent  of  the  total  audience  at  490 
showings. 

"Michigan  U.S.A."  produced  by  the  Michigan 
Tourist  Council,  was  the  first  film  made  by  a  State 
especially  for  foreign  audiences.  With  USTS  as- 
sistance French,  German,  and  Italian  versions  were 
made  from  the  original  English  and  50  prints  were 
supplied  to  USTS  in  August. 

Films 

Number   of    film    titles    in    offices 

abroad 125 

Number  of  USTS  produced  films__  5 

Number    of    films    provided    from 

other   sources 120 

Number  of  USTS  produced  for- 
eign language  films 3 

Number  of  foreign  language  films 

provided  by  other  sources 1 1 


Total  USTS  produced  film  show- 
ings     490 

Total  film  showings 2,  294 

Total  television  showings 33 

Audiences  reached  by  USTS  pro- 
duced films 1,  809,  083 

Total  film  audiences 12,  022,  213 

"Arizona,"  produced  by  American  Airlines,  was 
entered  in  the  Marseille  Film  Festival  by  USTS/ 
Paris  and  won  an  honorable  mention. 

Office                          Showings  Audience 

Amsterdam 42  5,  282 

Bogota 168  9,060,000 

Frankfurt 91  31,  195 

London 319  24,000 

Paris 141  128,429 

Mexico 68  28,  335 

Rome 939  207,703 

Sao  Paulo 216  89,396 

Stockholm 71  6,344 

Sydney 116  1,651,238 

Tokyo 123  790,291 

Totals 2,294  12,022,213 
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USTS  display  of  automobile  license  plates 

is  shown  here  on  loan  to  the  visa  section 

of  the  American  Embassy,  Mexico  City. 


VISITING  JOURNALISTS 

Under  the  continuing  CanMexUS  program  con- 
ducted jointly  with  the  government  tourist  offices 
of  Canada  and  Mexico,  22  journalists  from  Western 
Europe,  the  Far  East  and  South  Pacific  made 
familiarization  tours  of  the  three  countries.  Addi- 
tional writers  from  Great  Britain,  France,  Japan, 
and  Brazil  were  assisted  with  itineraries  and  special 
contacts  during  their  stays  in  the  United  States. 

In  May,  for  the  second  consecutive  year,  Trans 
World  Airlines  in  cooperation  with  USTS,  spon- 
sored a  coast-to-coast  tour  of  journalists  from  Eu- 
rope and  the  Middle  East.  They  were  received  by 
Vice  President  Humphrey  at  a  State  Department 
reception.  Stories  filed  as  a  result  of  this  tour  reached 
an  unduplicated  circulation  of  more  than  12 
million. 


OTHER  PROJECTS 

Under  the  joint  sponsorship  of  USTS,  Utah, 
Alitalia  and  Touramerica,  Inc.,  Mrs.  America  (Alice 
Buehner) ,  made  a  goodwill  tour  of  Europe  in  Feb- 


ruary. Publicity  generated  by  this  program  told  mil- 
lions of  European  newspaper  readers  and  television 
viewers  of  the  attractions  to  be  found  in  Utah  and 
throughout  the  USA. 

Considerable  publicity  both  here  and  abroad  at- 
tended the  issuance  of  the  first  11 -cent  interna- 
tional airmail  postal  card  launched  in  conjunction 
with  the  Sixth  International  Philatelic  Exhibition 
in  Washington,  D.C.,  on  May  27.  The  card,  in  ad- 
dition to  the  imprinted  stamp  bearing  the  emblem 
of  USTS,  contains  four  U.S.  travel  photos  on  its 
face. 

Media  Relations  cooperated  with  Pan  American 
in  making  program  arrangements  for  informal  con- 
cert appearances  of  Colonial  Williamsburg  minstrel 
Tayler  Vrooman  in  USTS  European  offices. 

Largely  through  the  efforts  of  the  USTS  Regional 
Directors  for  the  Far  East  and  South  Pacific, 
Mainichi  and  Asahi  Shimbun  newspapers  in  Japan 
and  New  Zealand's  newspapers  in  Newcastle  and 
Wellington  began  regular  publication  of  travel 
pages.  Additionally,  special  Visit  U.S.A.  sections 
were  published  by  the  Brazilian  magazines  Claudia 
and  Quatro  Rodas,  and  in  the  Sydney  Morning 
Herald. 


STATE  PROMOTION 


In  January^  USTS  established  a  new  State  Promo- 
tion office  within  its  Travel  Promotion  Division  in 
order  to  strengthen  cooperative  efforts  with  the 
States,  territories,  cities  and  individual  tourist  at- 
tractions. 

The  office  serves  as  a  two-way  channel  (a)  to  keep 
all  concerned  informed  of  Visit  U.S.A.  activities, 
promotional  opportunities,  and  results;  (b)  to  en- 
list their  cooperation  in  developing  special  language 
materials  and  in  contributing  to  travel  displays  in 
special  promotions,  such  as  America  Weeks  abroad ; 
(c)  to  increase  knowledge  throughout  the  USTS  or- 
ganization of  the  availability  of  new  State,  city,  and 
tourist  attraction  promotional  materials;  (d)  to  fos- 
ter State  travel  missions  to  markets  abroad  and  (e) 
to  assist  other  USTS  divisions  in  maintaining  close 
cooperation  with  States  and  cities. 

Contact  with  the  States  was  maintained  primarily 
through  the  respective  Governor-appointed  State 
liaison  officers,  and  with  the  cities,  through  conven- 
tion and  visitors  bureaus  and  chambers  of  com- 
merce. In  October  47  State  liaison  officers  met  with 
USTS  for  the  first  time  in  Washington  to  discuss 
promotional  materials,  language  and  visitor  serv- 
ices problems,  Canadian  programs,  cooperation  at 
Expo  1967  and  many  other  matters. 

First  national  meeting  of  USTS  State 
Liaison  Officers  held  in  October  in  the 
Executive  Office  Building,  Washington, 
drew  representatives  from  47  states  and 
territories  to  workshop  sessions  on  market- 
ing, media  relations  and  the  state's  role 
in  hosting  foreign  visitors. 

269-016O-67— 3 


The  new  office  within  USTS  was  widely  sup- 
ported and  received  special  commendation  from 
the  Fiesta  San  Antonio  Commission  among  others. 

The  State  Promotion  officer  visited  14  State  and 
54  city  travel  organizations,  including  convention 
bureaus  and  chambers  of  commerce,  in  the  course 
of  the  year.  Additionally,  visits  were  made  to  five 
field  offices  maintained  by  States  in  Canada,  in  or- 
der to  further  cooperative  efforts  for  Expo  1967. 

The  State  Promotion  Office  also  participated  at 
various  regional  and  industry  meetings  including 
the  Washington,  D.C.  Annual  and  the  Midwest 
Regional  meetings  of  the  National  Association  of 
Travel  Organizations,  the  Western  America  Con- 
vention and  Travel  Institute  in  Las  Vegas,  the 
Alaska  Travel  Promotion  Association  in  Fairbanks 
and  Anchorage,  the  Southern  Travel  Directors 
Council  in  New  Orleans  and  Hot  Springs,  the  Mid- 
west Travel  Directors  Council  in  Chicago,  the  Gov- 
ernor's Conference  on  Tourism  in  Albuquerque,  and 
the  Assembly  of  Border  States  of  the  United  States 
and  Mexico  in  Santa  Fe. 


TRAVEL  MISSIONS 

The  State  Promotion  Office  is  responsible  for 
coordinating  USTS  efforts  on  behalf  of  State  and 
city  trade  and  travel  missions  abroad.  Six  States 
and  nearly  a  dozen  city  missions  visited  Europe, 
Mexico,  and  Japan  during  1966.  The  States  were 
Florida,   Michigan,   New  Jersey,   North   Carolina, 
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1.  On  the  colorful  waterfront  of  Charlotte 
Amalie's  harbor,  Dr.  A.  J.  Prendergast, 
Commissioner  of  the  Virgin  Islands 
Department  of  Commerce,  points  out 
an  interesting  spot  on  Hassell's  island  to 
Daniel  Young,  Sales  Promotion  Officer 
for  the  U.S.  Travel  Service.  Mr.  Young 
addressed  the  Tourist  Trades  class  which 
is  taught  by  the  V.  I.  Commissioner,  at  the 
College  of  the  Virgin  Islands.         2.  Don 
Wagner,  right,  Manager  of  Hawaiian 
Village  Motor  Lodge  in  Myrtle  Beach, 
South  Carolina,  extends  greetings  to  Walter 
Hosier,  Public  Relations  representative  of 
the  Ocean  HiWay  Association,  during 
dedication  of  the  International  Welcoming 
Center.         3.  Alaska's  Centennial  travel 
folder  is  previewed  by,  left  to  right,  William 
E.  Feeroj  owner  of  the  Sourdough  Inn, 
Skagway,  Chris  von  Imh'of,  tourist  director 
of  the  Alaska  Travel  Promotion  Association, 
Jim  Brinkley,  vice  president  of  Alaska  '67 
in  Fairbanks,  and  Jack  Wallace,  northwest 
manager  of  Sunset  Magazine.         4.  Stock- 
holm travel  agency  advertises  15-day 
trip  to  the  U.S.A.  for  $325. 
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Utah,  West  Virginia.  The  cities  which  sent  either 
group  missions  or  individual  representatives  abroad 
were  Greater  Brownsville,  Chicago,  Cleveland, 
Corpus  Christi,  Detroit,  Miami,  New  Orleans,  New 
York,  Philadelphia,  Phoenix,  San  Antonio,  and 
Washington,  D.C.  In  some  cases,  these  missions  were 
accompanied  by  the  governors  or  mayors  of  the 
respective  States  or  cities  involved.  While  most  were 
concerned  mainly  with  trade  development,  all  di- 
rected some  degree  of  attention  to  their  travel  at- 
tractions. In  a  number  of  cases,  USTS  overseas 
offices  arranged  meetings  for  them  with  the  local 
travel  industry. 

PROMOTION  MATERIALS 

Through  the  State  Promotion  Office  USTS  over- 
seas offices  submitted  3,500  requests  for  nearly  2/2 
million  promotional  brochures,  maps,  hotel  listings, 
displays  and  other  items.  Nearly  1,200,000  pieces, 
including  Festival  U.S.A.  '66  materials,  were  pro- 
vided, about  5  percent  of  them  in  foreign  languages. 
Michigan,  Texas,  Las  Vegas,  San  Francisco,  At- 
lantic City,  and  the  Henry  Ford  Museum  at  Green- 
field provided  brochures  in  three  or  more  languages. 

New  York  led  the  way  with  nearly  300,000  pieces 
of  materials,  while  California  and  Washington, 
D.C,  each  provided  more  than  130,000  copies. 


More  than  20  State  films  were  provided  to  USTS 
for  overseas  showing;  Michigan  made  a  foreign 
language  film  available. 


PROJECTS 

Continuous  personal  contact  and  correspondence 
was  maintained  with  various  Festival  managements, 
city  chambers,  and  State  tourist  offices  in  all  parts 
of  the  United  States  to  enlist  their  support  in  the 
Festival  U.S.A.  '66  campaign  and  to  obtain  photo- 
graphs, feature  stories,  and  sales  promotion  ma- 
terials for  use  overseas.  More  than  200,000  pieces 
were  supplied,  with  Texas,  New  Mexico,  Florida, 
Hawaii,  and  Indiana  providing  the  largest 
amounts — almost  half- — in  that  order. 

One  example  of  USTS-State  cooperation  was  the 
presentation  of  Florida  potted  palms  to  German 
mayors ;  another  was  the  State  license  plate  displays 
in  USTS  offices. 

The  office  was  also  increasingly  interested  in  the 
further  development  of  State  tourist  research  statis- 
tics. Recent  USTS  surveys  indicate  the  percentage 
of  visits  by  different  nationalities  to  the  50  States 
and  their  preferences.  Similar  analyses,  to  include 
expenditures  bv  business  and  pleasure  visitor  cate- 
gories are  contemplated. 
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THE  USTS  OVERSEAS 


Cowboys,  Indians,  western  cattle  towns,  fast  draw 
shootouts,  log  cabins,  potted  palms,  and  Hawaiian 
hulas  played  a  big  marketing  role  in  luring  visitors 
from  overseas.  During  1966,  all  USTS  offices  abroad 
made  good  use  of  these  appeals  to  capitalize  on  the 
intense  interest  shown  in  our  frontier  traditions,  our 
varied  scenery  and  diverse  climates. 

The  year  was  marked  by  an  intensified  effort 
among  the  travel  trade,  especially  through  seminars 
and  cooperative  efforts  in  special  projects. 

Trade  seminars  were  conducted  by  all  offices. 
Good  examples  of  these  activities  were  the  23 
autumn  seminars  held  in  West  Germany  and  those 
conducted  at  the  Central  American  agents  meet- 
ing in  Guatemala  and  at  the  Mexican  Travel  Agents 
Association's  convention  in  Guadalajara.  The 
USTS  also  participated  in  the  Fifth  Inter-American 
Travel  Seminar  in  Caracas. 

The  London  office  published  a  travel  agents 
handbook  which  was  eagerly  received  by  200  lead- 
ing agents.  The  Tokyo  office  produced  a  5-minute 
indoctrination  film  for  travel  agents  called  "Hello, 
this  is  USTS,"  also  very  popular  with  the  trade. 

On  the  other  hand,  the  general  public  was  at- 
tracted to  the  Visit  U.S.A.  message  through  a  grow- 
ing number  of  evening  programs  conducted  by 
USTS  offices  and  through  greatly  increased  dis- 
plays and  participations  at  international  fairs,  trade 
shows,  and  in  America  Weeks.  Such  special  events 
and  projects  yielded  high  impact  and  good  pub- 
licity. More  than  60  Visit  U.S.A.  nights  were  con- 
ducted in  the  European  area,  15  in  the  Pacific  area, 
and  12  in  Latin  America. 

During  the  year  office  inquiries  from  both  the 


Spring  VISIT  USA  promotions  included 
Wild  West  stagecoach  trip  between  Osaka 
and  Tokyo,  complete  with  Indian  attacks. 
Authentic  Wells  Fargo  coach  ivas  in 
Japan  to  publicize  premier  of  Hollywood 
film,  "Stagecoach." 


general  public  and  the  trade  increased  13.5  per- 
cent to  213,764. 

USTS  directors  were  elected  chairmen  of  local 
committees  of  national  tourist  office  representatives 
in  Rome,  Mexico  City,  and  Tokyo. 

At  year's  end  the  USTS/Bogota  area  office  was 
moved  to  Caracas. 

MISSIONS 

The  offices  also  assisted  a  growing  number  of 
missions,  more  than  a  dozen  from  cities,  six  from 
States,  and  three  special  ones;  namely,  European 
goodwill  tours  of  Mrs.  America;  Williamsburg,  Va., 
minstrel  Tayler  Vrooman;  and  members  of  the 
New  York  State  Hotel  &  Motel  Association.  City 
ambassadresses — Miss  Miami,  New  York's  Summer 
Festival  Queen,  and  Washington,  D.C.'s  Summer 
Jubilee  Queen — also  received  USTS  assistance 
abroad. 

PROGRAMS 

The  Festival  U.S.A.  1966  was  well-promoted  by 
all  USTS  offices  with  excellent  U.S.  and  foreign 
trade  cooperation. 

The  new  Busivisit  program  to  attract  more  busi- 
ness travel  to  the  United  States  was  launched  in 
the  United  Kingdom,  Germany,  France,  the  Low- 
lands, Japan,  and  throughout  Latin  America.  In 
the  United  Kingdom,  because  of  the  currency  re- 
strictions for  pleasure  travelers,  the  campaign  to 
businessmen  and  their  families  was  given  heavy 
accent,  including  a  special  advertising  schedule  in 
the  financial  and  business  press. 

Toward  the  end  of  the  year,  most  offices  started 
working  on  joint  projects  with  the  Canadians  to 
sell  North  America  during  Expo  1967. 

Finally,  a  number  of  offices  participated  in  the 
foreign  journalist  program,  particularly  the  joint 
program  with  Canada  and  Mexico  (CanMexUs). 
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USTS  AROUND  THE  WORLD 


Activities  of  Travel  Services 
offices  at  home  and  abroad 
during  1966. 


1 .  Vice  President  Hubert  H.  Humphrey, 
named  Travel  Magazine's  "Mr.  Travel 
of  1965,"  received  award  in  May 
from  editor  Malcolm  Davis. 


2.  Visit  USA  window  at  TWA  office 
in  Melbourne,  Australia. 


3.  San  Francisco's  colorful  annual  Chinese 
New  Year  celebration  was  one  of  many 
Festival  USA  '66  events  promoted  abroad. 


4.  Regional  Director  Richard  Henry  (right) 
told  20  million  French  viewers  about  U.S. 
festivals  on  popular  TV  program  Tele- 
Dimanche.  With  him  are  show's  star 
Raymond  Marcillac,  French  swimming  star 
Christine  Caron  and  her  chaperone. 
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5.  Mrs.  America,  1966,  Mrs.  Alice  Buehner 
of  Salt  Lake  City,  shown  here  in 
Amsterdam,  made  winter  VISIT  USA  tour 
of  Europe  under  auspices  of  Utah  Travel 
Council.  USTS  Regional  Directors  arranged 
meetings  with  travel  industry  at 
which  Utah  travel  film  was  shown  in 
appropriate  foreign  languages. 


6.  Children  from  Italy,  winners  of  a  VISIT 
USA  contest  sponsored  by  Topolino 
(Mickey  Mouse)  magazine  are  shown  at  the 
famous  California  playground,   Disneyland 


7.  Wild  West  atmosphere  was  popular 
VISIT  USA  stimulus  at  the  International 
Display  of  the  Royal  Garden  Easter 
Show  in  Sydney,  Australia.  Teepee  and  log 
cabin,  built  by  Qantas,  were  USTS 
features  at  show. 
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Table  A. — Office 

inquiries 

1962 

1963 

1964 

1965 

1966 

Total 

Visitors  to  office 
Telephone  inquiries 
Written  inquiries 

16,884 
13,016 
16,455 

58,  183 
34,421 
29,812 

71,312 
43,  744 
43,812 

73,  463 
56,  846 
58,  079 

80,  266 
62,  043 
71,455 

300,  108 
210,070 
219,613 

Total 

46,  355 

122,416 

158,868 

188,  388 

213,  764 

729,  791 

INDUSTRY  COOPERATION 

The  USTS  received  fine  cooperation  from  both 
the  U.S.  and  foreign  travel  trade  in  all  parts  of 
the  world,  at  Visit  U.S.A.  nights,  seminars,  special 
events,  and  in  sales  promotion  programs. 

Alaska,  American,  American  President  Lines, 
Braniff,  Continental,  Eastern,  Matson,  Moore-Mc- 
Cormack,  Northwest  Orient,  Pan  Am,  TWA, 
United,  U.S.  Lines  and  Western  gave  valuable  sup- 
port in  their  areas.  So  did  the  foreign  airlines  and 
steamship  companies;  Aer  Lingus,  Air  France,  Air 
India,  Alitalia,  BOAC,  FinnAir,  French  Lines, 
Holland  America  Lines,  KLM,  Icelandic,  Luft- 
hansa, Olympic,  SAS,  Swedish  American  Lines  and 
Swissair  in  Europe;  Aerolineas  Argentinas,  Aero- 
naves  de  Mexico,  Avianca,  CMA,  Peruana,  Aero- 
lineas Ecuatoriana,  and  Viasa  in  Latin  America; 
Air  New  Zealand,  BOAC,  Canadian  Pacific,  JAL, 
P&O-  Orient  and  Qantas  in  the  Pacific. 

In  addition,  the  USTS  worked  closely  with  the 
American  Express  Co.,  Thos.  Cook  &  Sons,  Grey- 
hound, Continental  Trailways,  Hertz,  Avis,  Hilton 
Hotels,  Sheraton  Hotels,  Hotel  Corp.  of  America, 
and  Western  International  Hotels  in  various  parts 
of  the  world. 


EVENTS— EUROPE 

Leading  promotions  in  the  European  area  in- 
cluded the  presentation  of  600  Florida  dwarf  palm 
trees  to  German  mayors,  the  two-way  SAS 
inaugural  between  Sweden  and  Seattle,  the  United 
Artists  premiere  of  "Hawaii"  in  France,  the  special 
westbound  Visit  U.S.A.  sailing  of  the  SS  Rotter- 


dam, the  "Impressions  U.S.A."  photo  contest  in 
Rome,  the  automobile  bumper  stickers  in  Germany, 
Pan  Am's  program  taking  to  Germany  the  editors 
of  leading  German-language  newspapers  in  the 
United  States  as  part  of  the  new  "Operation  Rela- 
tive," and  numerous  USTS  participations  in  inter- 
national fairs,  trade  shows,  and  department  stores. 
Additionally,  the  USTS  cooperated  fully  with  U.S. 
Trade  Centers  in  London,  Frankfurt,  Milan  and 
Stockholm. 

The  Department's  America  Week  program 
was  conducted  mainly  in  cooperation  with  leading 
European  stores.  These  received  considerable 
USTS  attention  as  a  means  of  getting  the  Visit 
U.S.A.  story  to  the  public.  Promotions  were  mount- 
ed with  the  Galeries  Lafayette  in  Paris  and  Lyons, 
the  DeBijenkorf  chain  in  Holland,  the  Irma  stores 
in  Denmark,  at  Utrecht's  "Lustrum"  pageant,  and 
also  in  Geneva  and  Hamm,  Germany.  The  theme 
of  the  Paris  promotion  was  "Treasures  of  the  West." 

Additionally,  there  were  USTS  department  store 
promotions  with  Paris'  Bon  Marche,  600  Prisunic 
stores  in  France,  the  Inno  stores  in  Mulhouse  and 
Strasbourg,  Barcelona's  Galerias  Preciados,  the  Del- 
haize  stores  in  Belgium,  Sweden's  Domus  store,  and 
in  stores  in  Karstadt,  Cologne,  and  Dusseldorf. 

USTS  food  store  promotions  included  those  in 
Nottingham's  Boot  Drug  Stores,  the  U.K.'s  Spar 
Supermarkets  and  the  Albert  Heyn  and  deGruyter 
chains  in  the  Netherlands. 

The  USTS  had  displays  at  numerous  shows  in 
Europe  to  reach  the  public.  These  were  the  Daily 
Mail  Ideal  Home  Show  in  London;  in  France, 
the  Paris  International  and  Agricultural  Fairs,  the 
45th  International  Fair  at  Bordeaux,  and  fairs  in 
Caen,  Metz,  and  Roanne;  in  Spain,  the  Barcelona 
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Regional  Director  Beverley 
Miller,  right,  reviews 
operations  of  USTS/London 
with  Secretary  of 
Commerce  John  Connor. 


Fair;  in  Germany,  the  Hannover  Fair  and  Berlin's 
Green  Week;  in  Italy,  the  Bari  Levant  Fair,  and  at 
fairs  at  Spoleto,  Cremona,  Varese,  and  Milan. 


EVENTS— LATIN  AMERICA 

The  leading  area  promotion  took  place  at  the 
IVth  Bogota  International  Fair  in  September  at 
which  USTS  helped  stage  an  old  west  show.  It  was 
seen  by  300,000  people.  More  than  1,000,000  pieces 
of  literature  were  distributed  by  USTS/Bogota  dur- 
ing the  year. 

Other  fair  participations  included  the  Mexico 
City  Home  Fair,  the  Taxco  Fair  in  Mexico,  Lima 
Week  in  Peru,  and  the  Feria  Industrial  y  Artesunal 
in  Quito. 

The  USTS  began  to  promote  San  Antonio's 
Hemisfair  1968  and  engaged  in  joint  promotions 
with  the  Canadians  for  Expo  1967. 

EVENTS— PACIFIC 

Probably  the  most  dramatic  of  all  USTS  promo- 
tions took  place  in  Japan  during  the  20th  Century- 
Fox  world  premiere  of  "Stagecoach."  The  USTS 
participated  fully  in  the  Osaka-Tokyo  odyssey  of  a 
real  stagecoach  complete  with  cowboys,  Indians, 
Wells  Fargo  strongboxes,  and  movie  stars. 

Two  other  notable  events  took  place  in  Japan; 
the  Braniff  "Airstrip"  fashion  show,  and  the  Asahi 
Home  Show.  The  USTS  took  advantage  of  both. 
At  the  latter,  USTS/Tokyo  helped  prepare,  in  co- 
operation with  Western  Airlines  and  the  Seattle 
Visitors  Bureau,  a  show  entitled  "Sights  and  Sounds 
of  the  Pacific  Northwest." 


In  Australia,  the  main  event  of  the  year  was  the 
visit  of  President  Johnson  which  gave  USTS/ 
Sydney  a  valuable  promotional  opportunity. 

Both  USTS/Tokyo  and  USTS/Sydney  did  val- 
uable groundwork  for  the  1967  Pacific  Area  Travel 
Association  Conference  in  Seattle  and  Anchorage. 

Other  area  events  of  importance  in  which  the 
USTS  participated  were  Sydney's  Royal  Easter 
Show,  where  a  Qantas  built  wigwam  and  a  log 
cabin  were  exhibited,  Matson's  10th  Anniversary 
Ports  of  Paradise  Exhibit,  the  Sapporo  Snow  Festi- 
val and  the  Osaka  International  Fair  in  Japan. 

Department  store  cooperative  promotions  were 
mounted  with  the  Talvars  store  in  Australia,  the 
Milne  and  Choyce  chains  in  New  Zealand,  and  the 
Keio  store  in  Tokyo. 

GROUP  TRAVEL 

All  USTS  offices  made  particular  efforts  to  in- 
crease group  travel,  taking  advantage  of  new  fares 
and  charter  regulations.  The  variety  of  these  groups 
from  every  part  of  the  world  is  most  interesting. 
They  included  university  student  and  teachers 
groups,  Lions  and  Rotary  groups,  sports  clubs,  po- 
lice, bookmakers,  beauticians,  concierges,  press 
clubs,  trades  associations,  government  employees, 
doctors  and  dentists,  war  veterans,  contest  winners, 
automobile  clubs,  women's  clubs  and  fashion  groups, 
saving  banks  clubs,  girl  guides  and  scouts,  philetalists 
and  horticulturists,  Experiment  in  Living,  Ameri- 
can Field  Service  groups  and  binational  clubs. 

Additionally,  a  growing  number  of  U.S.  compa- 
nies conducted  programs  to  bring  employees  and 
dealers  to  the  United  States.  Prominent  among  these 
were  IBM,  Ford,  Firestone  and  Hoover  Worldwide. 
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V 


WELCOMING  VISITORS  FROM  ABROAD 
THE  USTS  AT  HOME 


The  Secretary  shall  encourage  the 
development  of  tourist  facilities,  low- 
cost  unit  tours,  and  other  arrangements 
within  the   United  States  for  meeting  the 
requirements  of  foreign  visitors. 

Sec.  2(2).  International  Travel  Act 
of   1961 


Paramount  to  the  success  of  the  USTS  program 
is  the  need  for  this  nation  to  be  a  good  host  to  its 
visitors  from  abroad.  The  Visitor  Services  Division's 
program,  therefore,  is  aimed  at  making  satisfied 
customers  of  millions  of  visitors  each  year.  It  is 
based  on  the  cooperation  and  support  of  local  com- 
munities, service  organizations,  state  and  city  offi- 
cials, the  travel  industry,  airport  authorities,  and 
various  national  organizations  in  order  to  meet  the 
needs  of  the  international  traveler. 

During  the  year,  the  Visitor  Services  Division 
staff  attended  many  meetings  throughout  the  coun- 
try in  order  to  promote  USTS  programs.  These  in- 
cluded travel  workshop  and  tourism  meetings  in 
Topeka,  Kans.,  Knoxville,  Tenn.,  Winchester,  Va., 
Yellowstone,  Wyo.,  and  Flagstaff,  Ariz.,  and  visits 
to  chambers  of  commerce  and  visitors  bureaus  in 
24  cities.  Additionally,  important  meetings  were 
held  with  Discover  America,   Inc.,  the  American 

Simon  Acworth  of  England,  first  participant 
in  Fresno,  California,  Americans-at-Home 
program  is  welcomed  to  the  city  by 
Mrs.  A.  R.  Everest,  left,  mother  of 
USTS  Director  John  Black,  and 
Mrs.  Arthur  Fitzpatrick-Boles. 


Council  for  Nationalities  Service,  the  American  As- 
sociation of  Motor  Vehicle  Administrators,  the 
People-to-People,  the  American  Standards  Associa- 
tion, the  American  Hotel  and  Motel  Association 
and  the  Council  on  Student  Travel,  as  well  as  nu- 
merous COSERV  and  Americans-at-Home  orga- 
nizations. 

Emphasis  has  been  placed  on  language  facilities 
at  airports,  piers,  and  in  hotels,  the  need  for  im- 
proved reception  and  handling  of  guests  at  ports  of 
entry,  and  information  and  assistance  for  foreign 
students,  campers,  shoppers,  motorists,  and  other 
special  interest  groups. 


PUBLIC  EDUCATION 

Continuing  the  campaign  to  stimulate  interest  in 
international  visitors  and  to  encourage  Americans 
to  be  good  hosts,  initially  undertaken  with  2  years 
of  public  service  advertising,  the  USTS  developed 
a  colorful  new  poster  for  the  country's  54,000  mail- 
trucks  with  the  theme  Visitors  From  Abroad — Let's 
Be  Thoughtful  Hosts.  This  was  displayed  during 
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British  visitors  to  Boston 

commemorate  their  visit  to 

Paul  Revere's  home  with 

purchase  of  souvenir  hats. 


the  month  of  April.  A  similar  poster  has  been  de- 
signed to  appear  during  April  1967. 

Production  of  a  20-minute  indoctrinational  film 
in  color,  titled  "Company's  Coming,"  was  pro- 
duced to  show  how  visitors'  reception  services  can 
be  improved  locally.  Twenty  prints  are  being  cir- 
culated to  communities  through  Department  of 
Commerce  field  offices,  and  are  being  used  by 
chambers  of  commerce,  convention  and  visitors  bu- 
reaus, service  clubs,  hotel  and  motel  associations, 
and  by  the  USTS  staff  in  their  meetings  with  com- 
munity groups. 

RECEPTION  OF  VISITORS 

USTS  produced  new,  lighted,  7-  x  10-foot  mul- 
tilingual welcome  signs  to  replace  the  outworn 
1962  versions  at  such  leading  international  airports 
as  Boston,  Philadelphia,  Miami,  New  Orleans, 
Houston,  Detroit,  Washington,  and  Honolulu. 

Additionally,  a  new  16-page,  passport-size  book- 
let, which  extends  a  cordial  welcome  to  foreign 
visitors  and  furnishes  answers  to  many  of  their  most 
immediate  questions,  was  printed  in  English,  Span- 
ish, French,  and  German.  Supplies  of  the  booklet 
have  been  delivered  to  35  points  of  entry  for  dis- 
tribution to  arriving  visitors  at  the  health  inspection 
areas. 

Discussions  have  been  held  with  various  civic  offi- 
cials and  airport  authorities  concerning  the  need  for 
a  multilingual  hostess  corps  at  airports  and  piers 
to  assist  foreign  travelers  after  they  transit  the  Fed- 
eral inspection  areas. 


COMMUNITY  PROGRAMS 

In  addition  to  the  USTS  "Do-It- Yourself  kit 
and  to  the  "Company's  Coming"  film  which  help 
communities  prepare  for  the  foreign  visitor,  a  "Host 
Package"  has  been  designed  to  assist  Americans  in 
making  plans  for  international  guests.  The  materials 
include  a  U.S.  map,  a  tour  planner  of  the  Nation's 
attractions,  information  about  national  parks  and 
a  folder  emphasizing  things  to  know  about  traveling 
in  the  U.S.A.  This  package  is  sent  to  hosts  who  re- 
quest assistance  from  USTS  Washington  in  making 
plans  for  their  guests  from  abroad. 

The  3-year-old  Americans-at-Home  program  con- 
tinued to  expand  in  1966.  Five  cities  were  added 
bringing  the  total  to  54.  These  were  Fresno,  Calif. ; 
Joplin,  Mo.;  Muskegon,  Mich.;  Huntsville,  Ala.; 
and  Raleigh,  N.C.  This  community-financed  and 
operated  program  which  enables  a  visitor  to  spend 
an  evening  in  an  American  home  is  well  publicized 
by  USTS  overseas.  Descriptive  brochures  in  nine 
languages  were  revised  for  distribution  through 
USTS  offices  abroad  to  travel  agents  and  potential 
travelers. 


LANGUAGES 

The  language  gap  remains  one  of  the  most  diffi- 
cult problems  to  solve.  This  was  evidenced  again 
from  responses  to  the  survey  made  by  American 
Express  and  USTS  among  the  500  travel  agents 
who  toured  the  country  in  November. 

During  the  year,  with  the  support  of  USTS,  the 


22 


Nancie  Ann  Rose  of  Mayor 
Jerome  P.  Cavanagh's  office 
inspects  new  welcome  sign 
installed  in  mid-1966  at 
Detroit's  Metropolitan 
Airport. 


American  Hotel  and  Motel  Association  produced 
a  new  five-language  guide  of  300-most-often  used 
words  and  phrases  in  hotels.  This  was  distributed  to 
their  members  and  more  than  25,000  were  ordered 
for  use.  In  addition,  the  Association  reprinted  an 
up-to-date  guide  for  hotel  management  on  "Serv- 
ina:  the  International  Visitor." 


ASSISTING  THE  MOTORIST 

Since  an  increasing  number  of  international 
visitors  are  operating  automobiles  in  the  United 
States,  USTS  initiated  a  program  aimed  at  reliev- 
ing some  of  the  problems  encountered  by  them  on 
the  road.  Contact  was  maintained  for  this  purpose 
with  state  motor  vehicle  administrators,  highway 
patrol  and  enforcement  officers. 

To  prepare  foreign  drivers  for  U.S.  laws  and 
driving  habits,  arrangements  were  made  with  the 
American  Automobile  Association  to  reprint  and 
distribute  through  USTS  offices  abroad  the  AAA 
booklet,  "Motoring  the  USA."  It  covers  the  recip- 
rocal international  agreements  on  driving  licenses, 
automobile  plates,  and  other  regulations  affecting 
the  operation  of  motor  vehicles  by  foreigners  in  the 
United  States.  Thirty  thousand  copies  were  im- 
printed with  the  USTS  title  and  symbol  for  over- 
seas distribution  through  USTS  offices. 

Six  major  oil  companies  furnished  several  thou- 
sand copies  of  U.S.  road  maps  to  USTS  for  dis- 
tribution to  U.S.  host  families  and  to  Canadians 
whose  requests  are  handled  in  the  Washington  of- 
fice. Mobil  Oil  supplied  USTS  with  1,500  copies 


of  their  1966  eight-volume  travel  guide.  These  were 
distributed  to  travel  agents  abroad. 


INFORMATION  SERVICES 

USTS  Washington  handled  a  growing  number  of 
inquiries  from  prospective  hosts,  relatives,  Cana- 
dians, community  organizations  and  others,  more 
than  6,000  in  total.  Together  with  requests  for  sup- 
port materials  from  overseas  offices,  these  war- 
ranted an  expanded  publications  program. 

To  attract  more  student  travelers,  a  new  student 
handbook,  will  soon  be  printed.  It  covers  travel 
costs,  student  organizations,  accommodations,  and 
contains  other  helpful  factual  information.  The  pro- 
gram to  develop  detailed  information  on  cities  also 
went  forward  with  more  than  40  fact  sheets  now 
completed.  These  include  data  on  local  accommoda- 
tions, in-city  transportation,  medical  services,  bank- 
ing services,  holidays,  consulates,  ethnic  societies, 
city  maps,  and  other  facts  useful  to  foreign  visitors. 
Foreign  language  versions  of  these  city  fact  sheets 
are  distributed  by  USTS  offices  abroad. 

The  1965-66  edition  of  the  USTS  guide  to  4,000 
plant  tours  was  published  with  15,000  copies 
printed.  Because  of  their  keen  interest  in  American 
industry,  pleasure  travelers  find  it  very  useful  and 
it  is  also  an  important  aid  to  the  Busivisit  program. 
The  overseas  demand  has  warranted  a  1967  edition 
which  is  planned  in  22,500  copies.  A  growing  do- 
mestic demand  for  this  publication  is  met  by  the 
sale  of  the  booklet  through  the  Superintendent  of 
Documents. 
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VI 


FACILITATION 


The  Secretary  shall  encourage  the  sim- 
plification, reduction  or  elimination  of 
barriers  to  travel  and  the  facilitation  of 
international  travel  generally. 

Sec.  2(4).  International  Travel  Act 
of  1961 


FARE   DEVELOPMENTS 

In  February  1966,  United  and  Northwest  Airlines 
each  established  flat  rate  promotional  fares  for  for- 
eign visitors,  offering  90  days  of  unlimited  travel. 
This  brought  to  10  the  number  of  major  trunk  air 
carriers  which  have  instituted  special  individual 
Visit  U.S.A.  fares,  in  addition  to  the  special  fares 
offered  by  local  service  airlines. 

A  schedule  of  new,  lower  transatlantic  fares  went 
into  effect  in  1966.  Included  among  them  were  a 
special,  westbound,  directional  fare  for  group  travel, 
and  inclusive  tour  basing  fares.  Scheduled  interna- 
tional air  carriers  also  announced  fare  reductions 
between  the  United  States  and  Latin  America,  and 
between  the  United  States  and  Pacific  points. 

Western  Airlines  inaugurated  a  special  Visit 
U.S.A.  domestic  air  fare  plan  for  foreign  visitors 
which  became  effective  November  5.  All  U.S.  trunk 
air  carriers  now  offer  a  special  Visit  U.S.A.  fare 
for  travelers  from  other  countries. 


Thousands  of  incoming  travelers  are 
processed  through  U.S.  Customs  each  day 
at  Kennedy  International  Airport. 


Effective  November  28,  the  CAB  granted  new 
inclusive  tour  charter  authority  to  international  op- 
erations of  U.S.  supplemental  carriers.  Formerly 
only  domestic  operations  were  covered  by  such  au- 
thority. 

After  months  of  negotiation  between  U.S.  travel 
agents  and  the  various  U.S.  air  carriers  affected,  a 
new  tariff  allowing  a  75  percent  discount  on  do- 
mestic air  travel  for  qualified  travel  agents  was 
approved  by  the  Civil  Aeronautics  Board  on  Sep- 
tember 16.  This  action  will  bring  into  balance  the 
discounts  granted  to  travel  agents  on  both  interna- 
tional and  domestic  travel  for  familiarization  and 
orientation  purposes. 


ENTRY  REQUIREMENTS 

Since  October,  persons  in  continuous  transit  to 
third  country  destinations  have  been  permitted  to 
stay  in  the  United  States,  without  a  visa,  for  a 
period  of  5  days. 

This  relaxation  is  of  particular  importance  to 
business  travelers  and  to  those  from  overseas  who 
plan  to  visit  Mexico  or  Canada,  particularly  for 
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such  events  as  the  Olympic  Games  and  Expo  '67. 
It  represents  the  first  major  breakthrough  since  the 
mail  order  visa  in  1962  and  toward  further  relaxa- 
tions with  countries  on  a  reciprocal  basis.  The 
transit  regulation  should  benefit  the  U.S.  balance 
of  payments  situation. 


ment,  which  covers  in  part  the  duty-free  importa- 
tion of  tourist  literature,  was  enacted  by  the  Con- 
gress in  1966.  The  United  States  thus  joined  more 
than  50  other  countries  in  extending  this  privilege, 
effective  February  1,  1967. 


CURRENCY  RESTRICTIONS 

The  year  started  with  the  constructive  change 
in  currency  allowances  by  the  Japanese  Govern- 
ment, effective  January  1 ,  to  $500  for  each  pleasure 
trip  abroad.  Formerly  the  ceiling  was  $500  for  an 
entire  year.  Othe-  positive  measures  were  effected 
by  France,  which  removed  all  limitations,  and  by 
Chile,  which  raised  allowances  from  $600  to  $720. 

On  the  other  hand,  in  November  the  United 
Kingdom  reduced  allowances  to  $140  per  pleasure 
traveler  and  Colombia  to  $30  per  person  per  day 
with  a  yearly  maximum  of  $1,800.  Israel  reduced 
per  trip  allowances  from  $500  to  $350  in  late 
December. 


OTHER  FACILITATION 

The  Travel  Subcommittee  of  the  National  Facili- 
tation Committee  met  in  September  under  the 
Chairmanship  of  the  USTS  Director  to  discuss  for- 
ward planning  connected  with  the  impact  of  the 
new  jets  and  increased  travel  to  the  United  States. 
These  include  simplified  customs  procedures,  on- 
board inspection,  and  the  possibility  of  an  electronic 
card  system  to  replace  passports.  Many  of  these 
developments  will  require  legislation. 

Legislation    implementing   the   Florence   Agree- 
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RESEARCH  AND  STATISTICS 

During  1966,  USTS  published  a  series  of  five 
market  siudies  based  on  direct  mail  surveys  of  per- 
sons who  had  previously  contacted  its  offices  in  the 
United  Kingdom,  France,  West  Germany,  Mexico, 
and  Australia. 

In  addition,  in-depth  travel  surveys  were  com- 
pleted under  contract  in  France,  West  Germany, 
and  Mexico;  these  updated  1962  research. 

As  part  of  an  accelerated  travel  market  research 
program,  USTS  sought  the  assistance  of  carriers 
to  ( 1 )  obtain  data  and  ( 2 )  enlist  their  cooperation 
with  contemplated  research  projects.  The  USTS 
also  cooperated  with  international  air  carriers  in  a 
survey  of  outbound  travelers.  These  not  only 
measured  visitor  likes,  dislikes  and  attitudes,  but 
also  their  expenditures  by  type  and  country  of 
residence. 


INTERNATIONAL  MEETINGS 

Numerous  meetings  of  international  organiza- 
tions of  primary  interest  to  international  travel  and 
tourism  were  held  during  the  year.  USTS  prepared 
position  papers  or  background  information  reports 
for  many  and/or  represented  the  U.S.  Government 
at  the  following: 


U.  S.  Customs  inspector 
examines  luggage  of  inter- 
national travelers  arriving 
at  New  York  pier. 


Meeting                                                                             Place  Date 

Tourism    Committee,     Organization    for    Eco-     Paris,  France Jan.  14. 

nomic  Cooperation  &  Development  (OECD). 

*Pacific  Area  Travel  Association  (PATA) New  Delhi,  India___ Jan.  21  to  29. 

United  Nations  Economic  and  Social  Council New  York  City February. 

United  Nations  Economic  Commission  for  Asia     Bangkok,  Thailand Feb.  18  to  24. 

and  the  Far  East. 
Executive    Committee,    Inter-American    Travel     Montevideo,  Uruguay Mar.  8  to  11. 

Congress  (IATC). 
Confederation  of  Tourist  Organizations  of  Latin     Montevideo,  Uruguay Mar.  13  to  18. 

America  (COTAL). 
1st  Hispano-Luso-Americano   Philipino   Tourist     Madrid,  Spain Apr.  18  to  23. 

Assembly. 

Alliance  Internationale  de  Tourisme Washington,  D.C. May  9  to  11. 

Facilitation     and     Development     Commissions,     Moscow,  USSR. May  23  to  27. 

International  Union  of  Official  Travel  Organi- 
zations (IUOTO). 
Tourism    Statistics    Working    Party,    Executive     Athens,  Greece. June  7  to  10. 

Committee,  IUOTO. 

Tourism  Committee,  OECD Paris,  France July  11. 

International    Cooperation    Year    Government     Washington,  D.C_ Sept.  15. 

Transportation  Group. 

5th  Inter- American  Travel  Seminar Caracas,  Venezuela Sept.  26  to  28. 

Regional  Commission  of  the  Americas  IUOTO.  _     Miami,  Florida Oct.  31  to  Nov.  1. 

European  Travel  Commission New  York  City Nov.  3. 

Second  International  Reunion  of  Private  Avia-     Hermosillo,  Mexico Nov.  11  to  14. 

tion. 
International     Federation     of     Travel     Agents     Athens,  Greece. Nov.  11  to  14. 

(FIAV). 

Executive  Committee,  IUOTO Madrid,  Spain Nov.  24  to  28. 

United  Nations  Economic  Commission  for  Asia     Bangkok,  Thailand Dec.  13  to  21. 

and  the  Far  East. 
*USTS  Director  Black  was  elected  President  of  PATA  for  1966. 
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ADMINISTRATIVE  NOTES 


ORGANIZATION 

The  11th  USTS  overseas  office  was  officially 
opened  in  February  in  Stockholm.  In  December,  it 
was  decided  to  move  the  regional  office  from  Bogota 
to  Caracas. 

Two  regional  staff  meetings  took  place  during 
the  year;  one  for  the  USTS  Latin  America  area  di- 
rectors in  Cartagena,  Colombia,  in  August,  the 
other  for  the  European  directors  in  West  Berlin 
in  September. 


Office;  Sherman  Briscoe  became  Deputy  Director 
of  USTS/London,  and  Roger  Biver  became  Deputy 
Director  of  USTS /Paris. 


CONTRACTS 

The  USTS  continued  its  contracts  with  Batten, 
Barton,  Durstine  &  Osborn,  Inc.,  as  public  relations 
counsel;  with  D'Arcy  Advertising  Co.  for  the  world- 
wide advertising  program ;  and  with  Merchandising 
Programs,  Inc.,  for  sales  promotion  materials. 


PERSONNEL 

Sylvan  M.  Barnet,  Jr.,  joined  the  staff  as  Deputy 
Director  in  March ;  James  Sasser  replaced  Margaret 
Tyler  as  Administrative  Officer  in  January;  Ronald 
Willett  replaced  Alfred  Morris  as  Budget  Officer 
in  May.  Rodney  S.  Bateman,  Jr.,  resigned  as 
Auditor  in  June. 

The  Travel  Promotion  Division  was  reorganized 
in  January  with  Will  Arey  named  as  Director,  re- 
placing John  Wason  who  resigned.  Roger  Jarman, 
formerly  Director  of  the  Mexico  City  Office,  was 
appointed  Deputy  Director  of  the  Division  in  Feb- 
ruary. The  advertising  and  sales  promotion  func- 
tions were  combined  into  a  marketing  office,  headed 
by  Ben  Butterfield.  Dan  Young  was  appointed  as 
State  Promotion  Officer,  a  new  office  within  the 
Division. 

Abroad,  Paul  Guidry  was  appointed  Regional 
Director  in  Mexico  City;  Robert  Briggs  was  trans- 
ferred from  London  to  head  the  new  Stockholm 


BUDGET 

The  annual  appropriation  of  funds  for  support 
of  all  USTS  programs  was  essentially  unchanged 
for  both  fiscal  year  1966  and  fiscal  year  1967,  at 
$3  million,  distributed  as  follows: 

Fiscal  year        Fiscal  year 
1966  1967 

Direction  and 

management $222,  000  $248,  300 

Overseas  offices 938,000  921,000 

Editorial  support 353,000  376,500 

Sales  promotion 461,000  720,000 

Advertising 668,000  405,000 

Visitor  services 253,000  186,200 

Facilitation  and  planning  95,  000  98, 000 

PATA  conference-  _ . .  _  _  45,  000 

Lapsed  funds 10,000     


3,  000,  000       3,  000,  000 
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FACILITATION  AND  PLANNING 
DIVISION 

Berney  T.  Wilburn — Director 
Thomas  E.  McCardell — Deputy  Director 

E 

O    v 
o 

AMSTERDAM 
OFFICE 

John  R.  Jaeckel — Director 

Z  < 

Q    s 

O 

ADMINISTRATIVE  OFFICE 

James  Sasser — Administrative  Officer 

Ronald  Willett — Budget  Officer 

Louise  Chcssin — Administrative  Assistant 

O     Si 

E  i5 

FRANKFURT  OFFICE 

Karl  Kuhn — Director 

Maximilian  Ollendorf — 

Deputy  Director 

0  £ 
o  | 

OFFICE  OF  THE  DIRECTOR 

John  W.  Black — Director 
Sylvan  M.  Barnet,  Jr. — Deputy  Director 

TRAVEL  PROMOTION  DIVISION 

Will  Arey — Director 

Roger  Jarman — Deputy  Director 

Ben  Butterfield — Marketing  Manager 

Lynn  Beaumont — Media  Relations  Manager 

Dan  Young — State  Promotion  Officer 
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PARIS  OFFICE 

Richard  H.  Henry — Director 
Roger  P.  Biver — 
Deputy  Director 
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VISITOR  SERVICES  DIVISION 

C.  P.  Austin — Director 

Thomas  A.  Carroll — Deputy  Director 

Helen  Brennan — Community  Program  Director 
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Miss  Barbara  Shearer,  Philadelphia's  1966 

Freedom  Week  "Miss  Liberty  Belle" 

visits  London  foundry  where  original  Liberty 

Bell  was  cast  in  1752.  Miss  Shearer  was 

in  London  for  a  "Come  to  Philadelphia" 

promotional  tour  of  England. 


U.S.  Department  of  Commerce 

TRAVEL  ADVISORY  COMMITTEE 

January  1966 


*Clarence  A.  Arata 
Executive  Director 

Washington  Convention  and  Visitors  Bureau 
1616  K  Street  NW. 
Washington,  D.C.  20006 

*Julian  A.  Bartolini 
Post  Office  Box  1330 
Fort  Pierce,  Fla.  33451 

*Irving  H.  Becker 
Assistant  Executive  Director 
Council  on  Student  Travel 
777  United  Nations  Plaza 
New  York,  N.Y.  10017 

Windsor  P.  Booth 
Chief,  News  Service 
National  Geographic  Society 
17th  and  M  Streets  NW. 
Washington,  D.C. 

**Reginald  Brack 
Senior  Vice  President 
Braniff  International  Airways 
Exchange  Park 
Dallas,  Tex.  75235 

*Henry  Burroughs 
President 

Gray  Line  of  Los  Angeles 
1207  West  Third  Street 
Los  Angeles,  Calif.  90017 

*Lloyd  B.  Carswell 
Vice  President — Sales 
Sheraton  Corp.  of  America 
Sheraton-Park  Hotel 
Washington,  D.C.  20008 


**Ross  E.  Chappell 
President 

Association  of  Passenger  Traffic  Officers 
80  East  Jackson 
Chicago,  111.  60604 

**Burton  M.  Cohen 

Executive  Vice  President  and  Managing  Director 
International  Airport  Hotel  System 
621 1  West  Century  Boulevard 
Los  Angeles,  Calif.  90045 

*Cyrus  S.  Collins 
Vice  President 

Pan  American-Grace  Airways,  Inc. 
135  East  42d  Street 

New  York,  N.Y.  10017 

**James  E.  Coombs 
Baker  &  Coombs,  Inc. 
601  East  Brockway  Avenue 
Morgantown,  W.  Va. 

**Larry  Decker 

Vice  President — Traffic  and  Sales 
Bonanza  Air  Lines 
Post  Office  Box  391 
Las  Vegas,  Nev.  89101 

*Irvin  M.  Frankel 
President,  American  Society  of  Travel  Agents 
Care  of  The  Travel  Mart 
Federal  Building 
Atlanta,  Ga.  30303 

**Kenneth  F.  Gautier 
Vice  President 
United  States  Lines 
1  Broadway 

New  York,  N.Y.  10004 


* 


Term  expires  Dec.  31,  1966. 
Term  expires  Dec.  31,  1967. 
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*Hon.  Voit  Gilmore 
Southern  Pines,  N.C. 

**George  Gordon 

Vice  President — Marketing 
Eastern  Airlines 
10  Rockefeller  Plaza 
New  York,  N.Y. 

*Miss  Marian  Gough 
Feature  Editor 
House  Beautiful 
572  Madison  Avenue 
New  York,  N.Y. 

*John  E.  Graham 
Vice  President 
Vance  Corp. 
Vance  Building 
Seattle,  Wash. 

**Bill  Hardman 

Manager,  Tourist  Division 

Georgia  Department  of  Industry  and  Trade 

100  State  Capitol 

Atlanta,  Ga.  30303 

*Mrs.  Freddye  Henderson 
Executive  Vice  President 
Henderson  Travel  Service,  Inc. 
931  Hunter  Street  NW. 
Atlanta,  Ga.  30314 

**Garth  Hite 

Vice  President  and  Publisher 

Holiday 

641  Lexington  Avenue 

New  York,  N.Y.  10022 

*  Admiral  Ralph  K.  James  ( retired ) 
Executive  Director 

Committee  of  American  Steamship  Lines 
1000  Connecticut  Avenue  NW. 
Washington,  D.C.  20006 

**Jack  Jonas 
Travel  Editor 

Department  of  Public  Relations 
American  Automobile  Association 
1 712  G  Street  NW. 
Washington,  D.C.  20006 


*Richard  Joseph 
Travel  Editor 
Esquire 

488  Madison  Avenue 
New  York,  N.Y.  10022 

**Albert  Keenan 

Vice  President — Passenger  and  Traffic 

Moore-McCormack  Lines 

2  Broadway 

New  York,  N.Y.  10004 

*Charles  P.  Knecht 
Assistant  Vice  President — Sales 
Delta  Air  Lines 
Atlanta  Airport 
Atlanta,  Ga. 

**Donald  Y.  McCoy 
Executive  Director 
Discover  America,  Inc. 
405  Lexington  Avenue 

New  York,  N.Y.  10017 

**Thomas  B.  McFadden 
Vice  President — Marketing 
Trans  World  Airlines,  Inc. 
605  Third  Avenue 
New  York,  N.Y.  10016 

**James  Montgomery 

Vice  President — Passenger  Sales 
Pan  American  World  Airways 
Pan  American  Building 
New  York,  N.Y.  10017 

*F.  J.  Mullins 
Vice  President — Marketing 
American  Airlines 
633  Third  Avenue 

New  York,  N.Y.  10017 

*Richard  J.  Newman 
Chief,  Division  of  Tourism 
Illinois  Board  of  Economic  Development 
160  North  La  Salle  Street 
Chicago  1,  111. 


*S.  R.  Newman 
Assistant  to  Vice  President- 
United  Air  Lines 
400  Post  Street 
San  Francisco,  Calif.  94102 


-Sales 
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**Thomas  C.  Orr 
President 

Creative  Tour  Operators  Association,  Inc. 
1650  Broadway 
New  York,  N.Y.  10019 

**William  D.  Patterson 
Associate  Publisher 
Saturday  Review 
380  Madison  Avenue 
New  York,  N.Y.  10017 

**Norman  J.  Philion 
Vice  President — Traffic 
Air  Transport  Association  of  America 
100  Connecticut  Avenue  NW. 
Washington,  D.C.  20006 

*Robert  F.  Quain,  Managing  Director 
New  York  Hilton 
1335  Avenue  of  the  Americas 
New  York,  N.Y.  10019 

*Allen  H.  Rabin 
Chairman  of  the  Board 
Rabin-Winters  Corp. 
700  North  Sepulveda  Boulevard 
El  Segundo,  Calif.  90245 

**Gerald  Shapiro 

Vice  President — Marketing 
The  Hertz  Corp. 
660  Madison  Avenue 
New  York,  N.Y.  10021 

*E.  J.  Smith 
Director,  International  Sales 
Continental  Trailways 
1500  Jackson  Street 
Dallas,  Tex.  75201 

**Dan  Stan- 
Publisher 

The  Post  Intelligencer 
Seattle,  Wash. 

*John  D.  Stewart 
Vice  President — Travel 
American  Express  Co. 
65  Broadway 
New  York,  N.Y.  10006 


**Jacques  R.  Stunzi 

Executive  Vice  President 
Continental  Bank  International 
71  Broadway 
New  York,  N.Y.  10006 

**Jerry  Sussman 
Executive  Director 
The  Carillon  Hotel 
Oceanfront  at  68th  Street 
Miami  Beach,  Fla.  33141 

**Warren  S.  Titus 
President 

P&O-Orient  Lines,  Inc. 
155  Post  Street 
San  Francisco,  Calif.  94108 

**Theodore  J.  C.  Van  Schelven 
Director — International  Sales 
Greyhound  Lines,  Inc. 
140  South  Dearborn  Street 
Chicago,  111.  60603 

*Miss  Beatrice  E.  Wallenstein 
4144  Kaimanahila  Street 
Honolulu,  Hawaii 

*Chris  F.  Whelan 
Senior  Vice  President — Marketing 
Continental  Airlines,  Inc. 
Los  Angeles  International  Airport 
Los  Angeles,  Calif.  90009 

**R.  J.  Wright 

Vice  President — Sales 
Northwest  Airlines,  Inc. 
Minneapolis-St.  Paul  International  Airport 
St.  Paul,  Minn.  55111 

**Mrs.  Mildred  Keefer  Wurf 
Assistant  Manager 
American  Travel  Association 
1126  16th  Street  NW. 
Washington,  D.C. 

*Maurice  M.  Zusser 
Senior  Vice  President 
Central  National  Bank 
120  South  La  Salle  Street 
Chicago,  111.  60603 


*Term  expires  Dec.  31,  1966. 
**Term  expires  Dec.  31,  1967. 
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U.S.  Department  of  Commerce 

USTS  STATE  LIAISON  OFFICERS 

November  1,  1966 


Alabama 

Mr.  Ed  Ewing 

Director,  Bureau  of  Publicity  and  Information 

State  Capitol 

Montgomery,  Ala.  36104 

Alaska 

Mr.  Chris  H.  von  Imhof 
Director,  Division  of  Travel 

Department  of  Economic  Development  and  Plan- 
ning 
Juneau,  Alaska 

American  Samoa 
Mr.  FoFo  I.  F.  Sunia 
Head  of  Travel  Activities 
Government  of  American  Samoa 
Pago  Pago,  American  Samoa 

Arizona 

Mr.  Robert  J.  Landry 

Director,  Arizona  Development  Board 

1500  West  Jefferson 

Phoenix,  Ariz. 

Arkansas 

Mr.  Bob  Evans 

Executive  Director 

Arkansas  Publicity  and  Parks  Commission 

State  Capitol 

Little  Rock,  Ark.  72201 

California 

Mr.  Adolph  P.  Schuman 

Chairman,  San  Francisco  World  Trade  Center  Au- 
thority 
Ferry  Building 
San  Francisco,  Calif.  941 1 1 


Colorado 

Mr.  Lewis  R.  Cobb 

Director,  Colorado  Advertising  and   Publicity  De- 
partment 
600  State  Services  Building 
Denver,  Colo.  80203 

Connecticut 

Mr.  Hugo  Saglio,  Acting  Chief 

Promotion  and  Public  Relations  Division 

Connecticut  Development  Commission 

State  Office  Building 

Hartford  15,  Conn. 

Delaware 

Mr.  Samuel  L.  Shipley 

Director,  Delaware  Development  Department 

Dover,  Del. 

District  of  Columbia 

Mr.  Schuyler  Lowe 

Director  of  General  Administration 

Government  of  District  of  Columbia 

Washington,  D.C. 

(Alternate) 
Mr.  Clarence  A.  Arata 
Executive  Director 

Washington  Convention  and  Visitors  Bureau 
1616  K  Street  NW. 
Washington,  D.C. 

Florida 

Mr.  C.  Osment  Moody 

Commissioner,  Florida  Development  Commission 

P.O.  Box  52-547 

Miami,  Fla.  33152 
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Georgia 

Mr.  Bill  Hardman 

Director,  Tourist  Division 

Georgia  Department  of  Industry  and  Trade 

100  State  Capitol 

Atlanta,  Ga.  30334 


Kansas 

Mr.  Jack  Lacy 

Director,  Kansas  Department  of  Economic  Develop- 
ment 
State  Office  Building 
Topeka,  Kans. 


Guam 

Mr.  Rex  Wills  II 
Executive  Secretary 
Guam  Tourist  Commission 
Post  Office  Box  682 
Agana,  Guam  96910 

Hawaii 

Mr.  Thurston  Twigg-Smith 

President 

Hawaii  Visitors  Bureau 

Post  Office  Box  31 10 

Honolulu,  Hawaii  96802 


Kentucky 

Miss  Cattie  Lou  Miller 

Commissioner,  Department  of  Public  Information 

Capitol  Annex  Building 

Frankfort,  Kentucky 

Louisiana 

Mr.  John  Tarver 

Director 

Louisiana  Tourist  Development  Commission 

Post  Office  Box  4291 

Capitol  Station 

Baton  Rouee,  La. 


Idaho 

Miss  Louise  Shadduck 

Executive  Secretary 

Idaho  Department  of  Commerce  and  Development 

State  House 

Boise,  Idaho 

Illinois 

Mr.  Richard  J.  Newman 
Chief,  Division  of  Tourism 

Department   of  Business   and   Economic  Develop- 
ment 
400  State  Office  Building 
Springfield,  111.  62706 

Indiana 

Mr.  Charles  W.  Kirk,  Jr. 

Executive  Director 

Indiana  Department  of  Commerce 

333  State  House 

Indianapolis,  Ind.  46204 

Iowa 

Mr.  Martin  H.  Miller 

Director  of  Public  Relations 

Iowa  Development  Commission 

250  Jewett  Building 

Des  Moines,  Iowa 


Maine 

Mr.  Robert  O.  Elliot 

Director,  Vacation  Travel  Promotion 

Department  of  Economic  Development 

State  House 

Augusta,  Maine  04330 

Maryland 

Mr.  Gilbert  A.  Crandall 

Chief,  Tourist  Division 

Department  of  Economic  Development 

State  Office  Building 

Annapolis,  Md. 


Massachusetts 
Mr.  Lawrence  J.  Flynn 
Commissioner  of  Tourism 
Massachusetts     Department 

Development 
State  Office  Building 
100  Cambridge  Street 
Boston,  Mass.  02202 


of     Commerce     and 


Michigan 

Mr.  William  T.  McGraw 
Director,  Michigan  Tourist  Council 
Stevens  T.  Mason  Building 
Lansing,  Mich.  48926 


V, 


Minnesota 

Mr.  William  B.  Farrell 

Commissioner,  Minnesota  Department  of  Business 

Development 
State  Capitol 
St.  Paul,  Minn.  55101 

.Mississippi 

Mr.  Ned  O'Brien 

Travel  Director 

Mississippi  Agricultural  and  Industrial  Board 

State  Office  Building 

Jackson,  Miss. 

Missouri 

Mr.  E.  B.  Kinder 

Director,  Travel  and  Recreation 

Division  of  Commerce  and  Industrial  Development 

Eighth  Floor,  Jefferson  Building 

Jefferson  City,  Mo. 

Montana 
Mr.  Orvin  Fjare 
Advertising  Director 
Montana  Highway  Commission 
Helena,  Mont. 

Nebraska 

Mr.  Lawrence  W.  Youngman 
Omaha  Travel  and  Transport,  Inc. 
First  National  Bank  Building 
Omaha,  Nebr. 

Nevada 

Mr.  Richard  Rhyno 

Director,  Department  of  Economic  Development 

State  Capitol 

Carson  City,  Nev. 

New  Hampshire 

Mr.  V.  John  Brennan 

Dept.   of  Resources  and   Economic  Development, 

State  House  Annex 
Concord,  N.H.  03301 

New  Jersey 
Mr.  Richard  J.  Larkin 
Chief,  State  Promotion  Section 

Department  of  Conservation  and  Economic  Devel- 
opment 
520  East  State  Street 
Trenton,  N.J. 
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New  Mexico 
Mr.  James  Thorpe 
Bishop's  Lodge 
Santa  Fe,  N.  Mex. 

New  York 

Mr.  Joseph  J.  Horan 

Director,  Travel  Bureau 

New  York  Department  of  Commerce 

112  State  Street 

Albany,  NY. 

North  Carolina 

Mr.  Bill  F.  Hensley,  Director 

Travel  and  Promotion  Division 

Department  of  Conservation  and  Development 

State  Office  Building 

Raleigh,  NO  27602 

North  Dakota 

Mr.  James  T.  Hawley 

Director,  North  Dakota  Travel  Department 

State  Highway  Department 

Bismarck,  N.  Dak. 

Ohio 

Mr.  Paul  Sherlock 

Chief,  Division  of  Travel  and  Recreation 
Department  of  Industrial  and  Economic  Develop- 
ment 
65  South  Front  Street 
Columbus,  Ohio  432 15 

Oklahoma 
Mr.  Jeff  Griffin 
Administrative  Assistant 

Oklahoma  Industrial  Development  and  Park  De- 
partment 
500  Will  Rogers  Memorial  Building 
Oklahoma  City,  Okla.  73105 

Oregon 

Mr.  Dennis  D.  Clarke 

Director,  Travel  Information  Division 

Oregon  State  Highway  Commission 

Salem,  Oreg.  97310 

Pennsylvania 

Mr.  Robert  R.  Shoemaker 

Director,  Travel  Development  Bureau 

Pennsylvania  Department  of  Commerce 

Harrisburg,  Pa. 


Puerto  Rico 
Mr.  Rafael  Durand 

Administrator,    Economic    Development   Adminis- 
tration 
Post  Office  Box  2672 
San  Juan,  P.R. 

Rhode  Island 

Mr.  Leonard  J.  Panaggio 

Chief,  Publicity  and  Recreation  Division 

Rhode  Island  Development  Council 

Roger  William  Building 

49  Hayes  Street 

Providence,  R.I.  02908 

South  Carolina 

Mr.  Paul  I.  Cook 

Chief,  Travel  and  Information  Division 

Post  Office  Box  927 

State  Development  Board 

Columbia,  S.C.  29202 

South  Dakota 

Mr.  Richard  Kitchen 

Director  of  Publicity 

South  Dakota  Department  of  Highways 

State  Highway  Building 

Pierre,  S.  Dak. 

Tennessee 

Mr.  Donald  M.  McSween 

Commissioner,  Tennessee  Department  of  Conserva- 
tion 
264  Cordell  Hull  Building 
Nashville,  Tenn. 

Texas 

Mr.  Frank  Hildebrand 

Executive  Director 

Texas  Tourist  Development  Agency 

Post  Office  Box  TT,  Capitol  Station 

Austin,  Tex. 

Utah 

Mr.  Emanuel  A.  Floor 
Director,  Utah  Travel  Council 
Council  Hall,  Capitol  Hill 
Salt  Lake  City,  Utah  841 14 


Vermont 

Mr.  Elbert  G.  Moulton 

Commissioner 

Vermont  Development  Department 

Montpelier,  Vt. 

Virgin  Islands 

Dr.  Albert  J.  Prendergast 

Commissioner  of  Commerce 

The  Virgin  Islands  of  the  United  States 

Charlotte  Amalie,  St.  Thomas 

Virgin  Islands,  U.S.A. 

Virginia 

Mr.  J.  Stuart  White 

Commissioner,  Division  of  Public  Relations  and 
Advertising" 

Department  of  Conservation  and  Economic  Devel- 
opment 

911  East  Broad  Street,  Life  of  Virginia  Building 

Richmond,  Va.  23219 

Washington 

Mr.  Ted  R.  Knightlinger 
Manager,  Tourist  Promotion  Division 
Department  of  Commerce  and  Economic  Develop- 
ment 
General  Administration  Building 
Olympia,  Wash.  98502 

West  Virginia 

Mr.  Curtis  Jones 

Director,  Travel  Development  Division 

West  Virginia  Department  of  Commerce 

State  Capitol 

Charleston,  W.  Va. 

Wisconsin 

Mr.  Harry  C.  Thoma 

Supervisor,  Vacation  and  Travel  Service 

Wisconsin  Conservation  Department 

Post  Office  Box  450 

Madison,  Wis.  53701 

Wyoming 

Mr.  Frank  Norris 

Director 

Wyoming  Travel  Commission 

Cheyenne,  Wyo. 
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Oregon's  colorful  Pendelton  Round-Up 
was  one  of  the  many  Festival  USA 
'66  events  promoted  abroad. 
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PLEASURE  AND  BUSINESS  VISITORS  TO  THE  UNITED  STATES, 
1961  VERSUS  1965-66 


Area  and  country 

Calendar  years 

Percent 

ncrease 

1961 

1965 

1966 

1965-66 

1961-66 

London  Office: 

United  Kingdom 
Ireland 

95,  653 
4,483 

174,934 
10,302 

196,819 
11,821 

12.5 
14.7 

110.2 
163.  7 

Total 

98,  136 

185,236 

208,  640 

12.6 

112.6 

Stockholm  Office: 
Sweden 
Denmark 
Finland 
Iceland 
Norway 

9,431 
5,293 
2,  146 
612 
4,314 

17,457 
8,433 
4,  157 
1,592 
7,  203 

21,312 

10,  683 

3,824 

1,960 

8,360 

22.  1 
26.  7 

(-8.0) 

23.  1 
16.  1 

126.0 
101.8 

78.2 
220.3 

93.8 

Total 

21,  796 

38,  842 

46,  139 

18.8 

111.  7 

Frankfurt  Office: 

West  Germany  (including  Berlin) __ 

Austria 

38,  028 

3,  114 

11,051 

84,  046 

6,075 

19,  769 

92,  004 

6,081 

21,  134 

9.5 

141.9 
95.3 

Switzerland 

6.9 

91.2 

Total 

52,  193 

109,890 

119,219 

8.5 

128.4 

PLEASURE  AND  BUSINESS  VISITORS  TO  THE  UNITED  STATES, 
1961  VERSUS  1965-66— Continued 


Area  and  country 

Calendar  years 

Percent 

increase 

1961 

1965 

1966 

1965-66 

1961-66 

Paris  Office: 
France 
Spain 
Portugal 

24,  270 

4,477 

950 

53,  539 

11,239 

3,624 

62,  439 

10,647 

3,053 

16.6 

(-5.3) 

15.8 

157.3 

137.9 
224.2 

Total 

29,  697 

68,  402 

76,  139 

11.3 

156.4 

Amsterdam  Office: 
Netherlands 
Belgium 
Luxembourg 

15,295 

5,229 

184 

24,  849 

9,551 

433 

28,  232 

9,640 

376 

13.6 
0.9 

(-13.2) 

84.6 

84.4 

104.3 

Total 

20,  708 

34,  833 

38,  248 

9.8 

84.  7 

Rome  Office  (Italy)          __    _    _    __    __ 

16,  425 

36,  481 

37,  144 

1.8 

126.  1 

Total  European  offices 

238,  955 

473,  684 

525,  529 

10.9 

119.9 

Total  Europe 

247,  855 

493,  690 

546,  847 

10.8 

120.6 

Sao  Paulo  Office: 
Brazil 
Argentina 
Paraguay 

9,334 

18,224 

227 

1,  749 

5,680 

18,990 

27,  697 

655 

2,507 

11,418 

24,  880 

28,  137 

769 

2,926 

13,240 

31.0 
1.6 
17.4 
16.7 
16.0 

166.6 

54.4 

238.8 

Uruguay 

Chile 

67.3 
133.  1 

Total 

35,214 

61,267 

69,  952 

14.2 

98.6 

Bogota  Office: 
Colombia 

11,  798 
2,522 

7,  701 
21,  127 

916 
2,978 
9,515 

8,  756 
2,663 

19,310 

5,581 

26,  557 

27,  131 
8,  108 

25,  545 

44,  209 
2,  159 
8,039 

22,  474 

43,  981 
5,273 

37,  032 
9,606 

52,811 

28,  981 

10,  119 

31,553 

46,  836 

2,698 

9,439 

25,  329 

49,  348 

4,938 

43,  220 

10,980 

61,  183 

6.8 
24.8 
23.5 

5.9 
25.0 
17.4 
12.  7 
12.2 
(-6.4) 
16.  7 
14.3 
15.9 

145  6 

Ecuador 

301   2 

Peru 

309  7 

Venezuela 

121   7 

Bolivia 

194  5 

Panama. 

217  0 

Jamaica 

166  2 

Dominican  Republic 

463.  6 

Haiti  _______ 

85  4 

Bahamas 

123  8 

Trinidad  and  Tobasro 

96.  7 

Other  West  Indies 

130.4 

Total 

119,424 

286,  368 

324,  624 

13.4 

171.8 
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PLEASURE  AND  BUSINESS  VISITORS  TO  THE  UNITED  STATES, 
1961  VERSUS  1965-66— Continued 


Area  and  country 

Calendar  years 

Percent 

increase 

1961 

1965 

1966 

1965-66 

1961-66 

Mexico  City  Office: 
Mexico 
Costa  Rica 
Nicaragua 
Honduras 
El  Salvador 

197,  710 
2,494 
2,359 
1,934 
3,354 
6,516 

383,  771 
7,273 
7,579 
6,224 
8,800 
14,  909 

410,  037 

8,355 

7,890 

7,023 

11,  134 

18,  261 

6.8 
14.9 

4.  1 
12.8 
26.5 
22.5 

107.4 
235.0 
234.5 
263.  1 
232.0 

Guatemala 

180.2 

Total 

214,367 

428,  556 

462,  700 

8.0 

115.8 

Sydney  Office: 
Australia 
New  Zealand 

18,  897 
6,570 
1,  725 

30,  864 

10,814 

5,356 

33,  132 

12,  273 

6,  769 

7.3 
13.5 
26.4 

75.3 
86.8 

Other  Oceania 

292.4 

Total 

27,  192 

47,  034 

52,  174 

10.9 

91.9 

Tokyo  Office: 

Japan..      

Hong  Kong 
Philippines 

19,  872 
1,561 
4,  732 

39,  953 

3,421 

11,023 

46,  564 

3,424 

10,  742 

16.5 

134.3 
119.3 

(-2.5) 

127.0 

Total 

26,  165 

54,  397 

60,  730 

11.6 

132.  1 

Africa 

Total  areas  covered  by  USTS 
Total  overseas  areas  covered  by 
USTS  1 

6,410 
661,317 

463,  607 

52,  545 

516,  152 

713,862 

11,912 
1,351,306 

967,  535 

72,  467 

1 ,  040,  002 

1,423,  773 

12,  722 
1,495,  709 

1,085,672 

77,  329 

1,  163,001 

1,573,038 

6.8 
10.  7 

12.2 

6.  7 

11.8 

10.5 

98.5 
126.2 

134.2 

Other  overseas  2 

47.2 

Total  overseas  3 

125.3 

Total4                                                

120.4 

1  Excludes  Mexico. 

2  Indirect  coverage  in  many  of  these  countries  is  achieved 
through  use  of  promotional  materials  made  available  in 
respective  U.S.  consulates. 

3  Excludes  Canada  and  Mexico. 

4  Excludes  Canada. 


Note. — Based  on  Immigration  and  Naturalization  Service 
data.  Figures  may  vary  with  other  official  reports  on  travel 
since  only  visitors  entering  the  United  States  on  business 
or  pleasure  visas  (Bl  and  B2  visas)  are  used.  Categories 
such  as  transit  aliens,  foreign  government  officials,  and 
students  are  excluded. 
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GROWTH  OF  TRAVEL  TO  AND  FROM  THE  UNITED  STATES,  1951-66 


[Thousands  of  visitors] 


Foreign  visitors  to  United  States  ' 

U.S.  visitors  to  other  countries  2 

Year 

Overseas 

Mexico 

Total 

(excluding 

Canada) 

Canada 

Overseas 

Mexico 

Total 
(excluding 
Canada) 

Canada 

1951 

1952 

1953 

1954 

1955 

1956 

1957 

1958 

1959 

1960 

1961 

1962 

1963 

1964 

1965 

1966 

203 
246 
228 
247 
276 
303 
344 
383 
426 
491 
516 
604 
735 
962 
1,040 
1,  163 

25 

22 

70 

64 

90 

104 

112 

132 

144 

165 

198 

212 

258 

325 

384 

410 

228 
268 
298 
311 
366 
407 
456 
515 
570 
656 
714 
816 
993 
1,287 
1,424 
1,573 

2,321 
2,636 
2,  760 
2,  708 
4,051 
4,277 
4,452 
4,486 
4,676 

4,  775 
5,471 
4,938 
4,977 

5,  148 
6,242 

E  7,  000 

684 
772 
827 
912 
1,075 
1,  239 
1,369 
1,398 
1,516 
1,634 
1,575 
1,767 
1,990 
2,220 
2,620 
2,975 

404 
421 
395 
475 
499 
547 
569 
582 
611 
601 
622 
730 
848 
945 
1,049 
1,  149 

1,088 

1,  193 
1,222 
1,387 
1,574 
1,786 
1,938 
1,980 

2,  127 
2,235 

2,  197 
2,497 
2,838 

3,  165 
3,669 

4,  124 

3,935 
4,065 
4,271 
4,201 
4,380 
4,407 
4,452 
4,450 
4,  774 
4,  725 
9,372 
10,080 

10,  366 

11,  189 
11,888 

E  12,500 

1  Includes  pleasure  and  business  visitors  from  overseas, 
Mexican  pleasure  and  business  visitors  who  remained  in 
the  United  States  over  72  hours,  and  visitors  from  Canada 
who  remained  in  the  United  States  for  48  hours  to  1960. 
For  1961,  and  subsequent  years,  the  Canadian  total  reflects 
visits  of  24  hours  or  more. 

2  U.S.  visitors  to  other  countries:   Includes  all  categories. 


Totals  for  Americans  visiting  Canada  were  revised  beginning 
in  1961  to  reflect  visits  of  24  hours  or  more  instead  of  48 
hours  as  previously  shown. 
E  =  Estimated. 

Source:  Immigration  and  Naturalization  Service;  Cana- 
dian Bureau  of  Statistics;  Mexican  Government  Tourist 
Department;  and  U.S.  Department  of  Commerce. 
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